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WeAr ASKS MAJOR FASHION INFLUENCERS: “IF THERE WAS ONE THING YOU COULD CHANGE ABOUT THE FASHION INDUSTRY TO MAKE IT BETTER, WHAT WOULD IT BE?”

Jason Denham, Founder and Chief Executive, Denham

Things should always move on. I love that designer brands and catwalk collections are starting to go direct to market in order to compete with fast fashion. We at Denham are doing the same thing – in April we will launch our next generation Denim Concept that will go direct to the market. We have already produced the goods for our retail partners. The beauty of our industry is there are no rules. The only question is are we ready to break the routines?

Dietmar Axt, CEO, Mustang Group 

The basic understanding by the end customer of how much a garment may and should cost definitely needs to be strengthened. It is a paradox that today a T-shirt may cost less than a coffee ‘to go’ in the morning, right? A quality-focused supply chain has its price – even if it does not have to mean that this price needs to be set onat a high level.

Michael Buckley, CEO, Differential Brands Group 

I wish the ‘fast’ part of fashion would slow down and we all could collectively refocus on the culture of timeless and  investment pieces, that last beyond one season. If we could just surpass the hype of the ‘right now’ social media moment, we could soak in the details of timelessness, so that the quality and texture of a designer’s subtle and overt creations are absorbed effortlessly over time. 

Mario Boselli, Honorary President of Camera Nazionale della Moda Italiana (the Italian Fashion Chamber)

The fashion system is the emblem of globalization. Fashion is global,; fashion is an essential need. How to improve the system? We already know that Italian fashion is the epitome of beauty and well-executed collections,: now we need to add sustainability, which means ecology and environment. Whether they are large-scale productions, premium or small brands, fashion businesses must respect the eco-ethical aspects.

Judith Dommermuth, Founder and Creative Director, Juvia

If I could change something one thing about the fashion industry, it would definitely be the way delivery periods are managed. Shipping the first Spring/Summer items in the beginning of December, when nobody wants to wear summer clothes, and then reducing the prices on those articles in May, before summer has even started, is kind of crazy.  So, as it's not possible to change the weather, I would change the delivery periods. ;-)

Federica Fusco, Managing Director, FGF Industry S.p.A.:
I think today the fashion industry is looking, once again, for an identity. In recent years many brands went abroad to produce their collections. If they moved their production back to their own countries, I’m sure the industry could find its identity again.

Robin Chretien, Founder and Designer, Robin’s Jean

Robin’s Jean has already been making the fashion industry better by producing and manufacturing our jeans here in the US since 2005. This reduces our carbon footprint and creates jobs for Americans. Hopefully, more [American] brands will soon adopt the practice of ‘Made in USA’.

Giulio Colombo, CEO, Colmar 
 
I would like to find a better balance between the in-season and sales prices. The retail selling season should be longer, and the custom should not be concentrated so heavily in the sales period. The whole fashion system would benefit from this.

Enrico Moretti Polegato, President and CEO, Diadora

I would like to bring authenticity and identity back to center stage. Nowadays fashion seems to be all about being seen as someone or something to aspire to, and oftentimes people – and brands – are ready to discard who they really are in order to be ‘cool’ or ‘edgy’. We believe that the first step to being ‘cool’ is being yourself, and we would like to see that reflected in fashion more often.

Andrea Canè, Creative Director, Woolrich Europe 

I think something that should be changed is the current European retail sales calendar: fashion retail seasons need to be re-aligned with the climatic seasons and the real purchase habits. 

Lando Simonetti, Founder, La Martina

What we call ‘fashion’ is now changing into something different: people have so many choices, and the general quality of the products is very high, so they choose to buy a brand because somehow they share its general vision of life and ethics. The fFashion industry needs to work on values, approaching brand and sales strategies through a strong commitment to real and deep consumer needs: it can be sustainability, integrity or health, but it must be values that define our identity and our future.

Prof. Dilys Williams, Director, Centre for Sustainable Fashion at London College of Fashion, UAL

… it would be to treat each piece as a work of art, an heirloom. Cherished, carefully handled, loved, worn, shared, its details observed to see its creator, its origins, its meaning. Its intangible elements would be valued as much as its technical and material ones. This is not to say that fashion would stand still, get old, lose its novelty, but that its meaning would be its currency, sometimes on display, sometimes mixed with new things, at other times carefully stored, or passed on but never discarded or undervalued.  
 
 

